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Can fashion 
shed its seasons?
For long, fashion has centred on the concepts of 
spring/summer and autumn/winter—and, later, 
cruise and resort. Is it time for a rethink? Is “so 
last season” still a bad thing? By Shalini Shah  

Artwork by NIYATI MEHTA



O n May 24, Gucci’s Alessandro Michele took to Instagram to contemplate 
the way the world did things—and lay out his vision for Gucci—in a post 
titled Appunti dal Silenzio (‘Notes from the Silence’). Translated into con-
crete action, he announced that the brand would be doing away with “the 

worn-out ritual of seasonalities” and present just two shows a year. 
For decades, organised fashion has been built around the concept of seasons. Spring/

summer and autumn/winter, where shows take place in September and March respec-
tively and deliveries happen six months later, have been the pivot on which clothes are 
made, stores stock up and fashion publications plan their editorials. 

Then, in mid-March, the world went into lockdown due to the COVID-19 pandemic, 
leading to supply chain disruptions, loss of revenue and the threat of surplus inventory. 
Several smaller fashion labels shut shop. Cumulatively, this has been spurring a rethink 
on the established way of doing things—notably, the fashion seasons. 

How relevant, or not, is the concept of season in fashion now? We asked five industry 
experts—across fashion publishing, design, sustainability, and retail—to weigh in.

On brand Michael Kors and seasonless fashion 
“The reality is, most of the world lives in climate-
controlled spaces, so the concept of a very seasonal 
product has become a bit too traditional. The cus-
tomer doesn’t really care what ‘season’ something is 
from; they just want to be able to walk into a store, 
fall in love with something, and wear it right away.” 

On longevity versus excitement
“You have to really know your customer and how 
they live, so that you can predict what they’re going 
to want and need. I like taking what women reach 
for every day and finding ways to twist them just a 
little so that they feel fresh and modern.”

On the shift to seasonless
“I love glamour, but I’m also very pragmatic, which 
gives a lot of our pieces a year-round appeal. I’m al-
ways thinking about how full looks can be taken 
apart—how a sweater can pair with a breezy skirt or 
a pair of jeans. Women today are looking for great 
items that they can add to their wardrobes and wear 
in a lot of different ways.”

On the fashion calendar
“This pandemic has given us a chance to step back 
and really think about how we do business—rea-
ligning the fashion calendar and shifting our deliv-
eries. We’re talking to our customers and retailers 
and deciding what makes the most sense for us 
moving forward.”

Michael Kors
designer

“I LOVE GLAMOUR, BUT I’M
 ALSO VERY PRAGMATIC”

Natalie Kingham 
fashion and buying director, 

Matchesfashion.com

Bosse Myhr 
director of menswear, home 

& technology, Selfridges

TAKING STOCK
“I think seasonality will still be considered, as we 
might need outerwear or vacation wear. In our buy-
ing strategy, we have always considered our com-
munity of customers in terms of their different 
styles (whether purist, fashion pioneer, romantic, 
and so on), their lifestyles, and what they might 
need for different moments (from work to sports, to 
off-duty). We also offer all-year-round ‘edits’ on our 
site so that clients can find categories easily, like 
homeware or evening wear. We also collaborate on 
smaller capsules with designers that give customers 
more of a buy-now, wear-now approach. Since 
COVID-19, we’ve been doing our best to keep in 
touch with our designers to figure out what works 
best for them—which points in the year they show 
their collections, and whether they present virtually 
or begin to have physical presentations again.”

MINING THE MINDFUL
“There has certainly been a lot of pressure on de-
signers to produce more. These big social and eco-
nomic shifts will bring about positive change in the 
industry. We can see that our customers are looking 
to invest in timeless pieces that will have longevity 
and will take them into the future, from fine jewel-
lery to heritage handbags from Bottega Veneta and 
Gucci. We have also seen an increased interest in 
designers who form part of our Responsible edit; 
whether they work with craftsmen to support local 
communities or use sustainable manufacturing 
methods. We have some great designers such as An-
other Tomorrow, SsŌne and TooGood, who are pro-
ducing beautiful pieces with a conscience, which is 
more and more important.” >

“WE ARE PART OF DRIES 
VAN NOTEN’S INITIATIVE 

TO MAKE THE FASHION 
SCHEDULE IN-SEASON, TO 
BETTER ALIGN WITH HOW 
CONSUMERS REALLY SHOP. 
THIS WILL ENSURE LESS 
UNNECESSARY PRODUCT 

AND LESS WASTE IN 
FABRICS AND INVENTORY”

“CUSTOMERS ARE INVESTING 
IN PIECES THAT WILL TAKE 

THEM INTO THE FUTURE”

DISCUSS
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Sao Paulo Fashion Week has already done away 
with summer and winter collections, while Saint 
Laurent skipped the spring/summer fashion 
week last September. How relevant—or not—is 
the concept of a season in fashion now? 
“Most fashion brands have already done that, know-
ingly or not. Think about it: most show collections 
are seasonless. There are swishy silk day dresses in 
fall/winter and sweaters and trousers in spring/
summer. Except for winter coats and maybe a dark-
er palette for fall/winter and a few swimsuits and 
wraps for spring/summer, they are pretty much the 
same in terms of fabrics and themes. Most major 
brands sell in both hemispheres, so it’s always fall/
winter in one part of the world when it is spring/
summer in another. And customers travel—they did 
before COVID-19—so while it might be freezing in 
New York City, it’s not in Miami or Mumbai.” 

Which, according to you, are the labels that are 
keeping in mind the parameters of both longevi-
ty and consumer excitement and desirability? 
“Well, Chanel, of course. Other brands have highs 
and lows, in part because they change artistic direc-
tors so often. Chanel stays the course—in large part 
because they had Karl Lagerfeld at the helm for 
more than 35 years.”

Among fashion houses, have we finally come to a 
stage where the longevity of a collection super-
sedes the need to adhere to seasonal trends? 
“I think not. I think it’s actually the opposite. There 
is a need for—a demand for—more drops, more of-
ten. That’s why houses put out so many collections. 
Thanks to fast fashion, it’s about churn. We need to 
stop that, for both planet and humanity, as I explain 
in my book, Fashionopolis. Too many clothes. Too, 
too many clothes.”

What changes would you suggest in the current 
fashion calendar and production schedule?
“I think there should be one fashion week, it should 
be in Paris, twice a year at the most, where only the 

best of the best show. Not everyone needs a fashion 
show and they surely don’t need four or six of them 
a year.” 

In what ways, according to you, will the current 
pandemic and lockdown affect how fashion com-
panies produce? 
“That’s a big question that could make for an entire 
article on its own. I think you will see more localisa-
tion—preferably right shoring versus simply re-
shoring. Meaning: upgrading production to state of 
the art, making factories cleaner, safer, and more 
energy efficient. But I fear many brands will simply 
go back to the way things were. And the way things 
were was awful. It is outrageous that 180 years after 
Charles Dickens wrote Oliver Twist and Friedrich 
Engels wrote The Condition Of The Working Class 
In England, we still have sweatshops, child labour 
and employee abuse. We like to think of ourselves as 
more learned, fairer, better than our forebears. But 
are we, if such practices not only still exist but thrive, 
and we all wear the fruits of those man-made hells?” 

Dana Thomas
 author, sustainability expert

“I THINK THERE SHOULD BE 
ONE FASHION WEEK”

Tonne Goodman
sustainability editor, US Vogue

“I feel you are addressing the two most significant 
questions for the fashion industry today: production 
cycles and retail calendars, and sustainability and 
longevity. Retail calendars have been at the mercy of 
the production cycles, where too much merchandise 
is produced too often. The unworkable consequenc-
es have been evident for so long that it seems the 
correction would be very welcome. 

“When I worked at Calvin Klein in the late ’80s 
and early ’90s, there were two collections per year. 
Each collection had specific delivery dates for differ-
ent categories of seasonal needs. In the fall/winter 
collection, the coats were delivered last, when it was 
appropriate for colder weather. Similarly, in the 
spring/summer collection the lighter dresses were 
delivered last as the weather got warmer. It was 
logical. Not only did this make rational sense, it also 
kept fresh merchandise coming into the store on a 
schedule, there to satisfy the consumer’s appetite.

“Gucci just added its name to the growing list of 
designers embracing this idea, joining Dries Van 
Noten, Armani and others. This also addresses ‘sea-
sonless’ fashion and acknowledges climate change 
and the very real impact it has on our daily lives. 

“When we buy less, we’re expressing our needs: 
for fashion to function properly in our lives. We are 
discouraging overproduction and discriminating 
over trends. We are investing in the longevity of the 
clothes we choose to wear. Quality and value are sig-
nificant. The consideration of what we want to say 
by the way we look and dress becomes relevant. It 
comes back down to logic—where you live, what cli-
mate you’re in—and influences what you wear for 
practicality. The overwhelming reality is that with 
every dollar spent, the consumer has the power to 
enable the industry to apply sustainable and benev-
olent practices.” n

Pieces that are 
quality so they 

will last

Versatility, so they 
can take attitudes for 
day-to-night dressing

Pieces with a 
neutral palette so 
they can be easily 
mixed with colour

THE CONSTANTS
 The stylist and editor’s guide to 
creating a seasonless wardrobe

“QUALITY AND VALUE 
ARE SIGNIFICANT”
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DISCUSS

1. Wool cardigan with metal detailing, Gucci, price on request 2. ‘Boy-D 
heeled mules, Dior, price on request 3. Canvas bag, Burberry, price on request
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